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The Chinese holiday market has become very important to the New Zealand tourism industry.
Understanding Chinese tourists’ needs is therefore crucial for the future development of this mar-
ket. Existing research suggests that for Chinese visitors, like other market segments, the natural
landscape has a strong influence over the decision to travel to New Zealand. There is an emerging
concern, however, that the country’s tourism product must diversify, and attention is now shifting
to utilize the appeal of culture and heritage attractions in New Zealand, particularly Ma¯ori cultural
products. This article reports on research into Chinese tourists’ motivations, expectations, and
behavior with respect to their travel in New Zealand. Particular emphasis is given to an exploration
of the relative importance of nature and culture to these Chinese tourists. Findings suggest that the
Chinese market may be particularly suited to a culturally oriented experience of New Zealand, but
one based less on Ma¯ori culture as it is often portrayed to tourists (e.g., cultural performances, or
experiencing a hangi), and more on the opportunities to learn about Ma¯ori stories and legends as
part of visiting natural environments. The implications of these findings for shaping the Chinese
tourist gaze in New Zealand are discussed.
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Introduction Approved Destination Status (ADS) scheme. ADS
has now been granted to more than 130 countries
(Ministry of Tourism, 2010a; Sparks & Pan, 2008).Over the past two decades, outbound tourism
demand from mainland China has become an im- This relaxation of travel restrictions has been ac-
companied by swift economic development, whichportant focus for destination managers and mar-
keters and tourism academics (X. Li, Lai, Harrill, has resulted in a growing middle class with the
means and desire to gain first-hand experience ofKline, & Wang, 2011). The Chinese government’s
loosening of restrictions on outbound travel since the rest of the world (Arlt, 2006; Ministry of Tour-
ism, 2010). Today China is seen by observers asthe 1980s has continued with the expansion of the
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one of the two most important tourist-generating natural landscape has an important influence over
markets worldwide, with the potential to have a the decision to travel to New Zealand (Chan,
massive influence on the marketing of tourism and 2009; Cone, 2005; Zhao, 2006) and that they are
destination development in coming years (Kim, reasonably satisfied with their experiences in New
Guo, & Agrusa, 2005). Between 1993 and 2002, Zealand, although levels of satisfaction within the
the average rate of annual growth was 20% (Kim Chinese visitor market to New Zealand is gener-
et al., 2005) and by 2007, outbound travel by Chi- ally lower than that of other markets (Ministry of
nese residents had reached 40 million trips annu- Tourism, 2010).
ally: a quadrupling in 10 years (Ministry of Tour- The purpose of this research has therefore been
ism, 2009). There has been a corresponding to explore Chinese tourists’ motivations, expecta-
growth in expenditure; in 2005 Chinese nationals tions, and behaviors, with respect to a range of
spent US$22 billion on tourism abroad, an in- attractions and activities experienced in New
crease from US$3.6 billion 10 years earlier (Arlt, Zealand. The study used a self-complete question-
2006). This growth has slowed somewhat in the naire administered to 181 Chinese tourists visiting
past few years; in 2008 visitor numbers dropped Queenstown in November 2009. This article re-
slightly as a consequence of the Beijing Olympics ports, in particular, on the relative importance of
and, a few months later, the Sichuan earthquake, natural attractions and cultural elements to Chi-
while in 2009 the global economic down-turn, and nese tourists during their time in New Zealand.
concerns surrounding the influenza A H1N1
(swine flu) pandemic, also affected visitors num-
Literature Reviewbers. Notwithstanding these recent setbacks, the
Chinese outbound market was expected to exceed
Understanding tourists’ expectations and pref-51 million by 2010 (Ministry of Tourism, 2010).
erences when they make travel decisions is funda-The Chinese visitor market has become very
mental to effective destination management andimportant to the New Zealand tourism industry,
marketing. Similarly, being aware of how touristsand now represents its fourth largest source of vis-
interpret the experiences they encounter, and howitors (Ministry of Tourism, 2010). Most tourism
these experiences compare with their expectations,by mainland Chinese to New Zealand has oc-
provides important insights to tourist satisfaction.curred since 1999, when New Zealand became one
Generally, in the consumer behavior literature,of the first Western counties to be granted ADS
customer satisfaction is seen as a function of per-status. A simplified passport application process
formance expectations and expectancy disconfir-and direct air links between China and New
mation (Eagles & McCool, 2002; Jacobson, 2001;Zealand since 2006 have aided visitation from
Latu & Everett, 2000; Oliver, 1980; Parasuraman,China. To the year ending June 2010, there were
Zeithaml & Berry, 1985), with the general as-105,191 Chinese visitors to New Zealand, ac-
sumption being that “satisfaction increases as thecounting for approximately 5% of total annual
performance/expectation ratio increases” (Oliver,overseas visitors (Ministry of Tourism, 2010), and
1980, p 460). Satisfaction arises from the individ-forecasts suggest that visitation from China will
ual’s subjective evaluation of an experience, rela-continue to grow (Ministry of Tourism, 2010).
tive to his or her expectation of that involvementGiven the emerging importance of the Chinese
(Moore, 1995; Rollins & Robinson, 2002).visitor market to New Zealand tourism, it is cru-
There is growing recognition of the importancecial to understand their expectations of, and satis-
of the role of cultural background in determiningfaction with, their tourism experience in this coun-
how expectations are established, how an experi-try. To date there has been somewhat limited
ence is perceived and explained, and, therefore,research on this topic, although this is increasing
how satisfied one is with an experience (Caneen,(Becken, 2003; Chan, 2009; Cone, 2005; Mohsin,
2004; Hofstede, 2001; Mok & DeFranco, 1999;2008; Ryan & Mo, 2001; Tian, 2008; Zhao, 2006;
Reisinger & Turner, 2003). Expectations comeZhu, 2006). Existing research suggests that for
Chinese visitors, like other market segments, the from a number of sources, which include the qual-
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ities and perceptions acquired from a particular key destination attributes for Chinese travelers are
reported as being the scenic beauty and naturalcultural background (X. Li et al., 2011; Oliver,
1980). How one perceives and assesses a situation wonders of the destinations they visit (Cone, 2005;
Kim et al., 2005; Weiler & Yu, 2006). Similarly,will be influenced also by one’s cultural back-
ground, including the position of one’s culture in research on Chinese visitors to New Zealand sug-
gests the primary reasons for choosing to visit re-terms of power distance, individualism, and mas-
culinity dimensions (Chang, 2008; Hofstede, 2001). volve around its natural beauty, scenery, and its
“clean and green” and unpolluted environmentIn this context, therefore, it is important to recog-
nize that “Chinese travellers may have particular (Cone, 2005; Ryan & Mo, 2001; Zhao, 2006), al-
though safety is also an important considerationtravel expectations, preferences, and requirements
that are not yet well understood by Western mar- (Becken, 2003; Coventry, 2008; Ryan & Mo, 2001).
Most of the studies of the Chinese outboundketers” (X. Li et al., 2011, p. 3).
One useful way to assess satisfaction and some market suggest the Chinese are interested in expe-
riencing different historical and cultural resourcesof its associated concepts is the EPI (Expectations-
Perceptions-Importance) approach (Latu & Ever- including local customs (Becken, 2003; Kim et al.,
2005; X. Li et al., 2011; Weiler & Yu, 2006), withett, 2000). This approach requires respondents to
evaluate the importance of some predefined fea- some researchers suggesting that Chinese tourists
place a higher priority on gaining cultural experi-ture or attribute, as well as their perception of the
extent to which this feature or attribute met their ence than other markets (Caneen, 2004; Kau &
Lim, 2005; Xu, Morgan, & Song, 2009). There isneeds; if the perception of the experience is lower
than expectation then this is used as a measure of some evidence that high-end travelers rate experi-
ences of culture and history more highly than thedissatisfaction. The significance of any discrep-
ancy between perception of the experience and ex- market as a whole (Cone, 2005). Research on Chi-
nese visitors to New Zealand supports this asser-pectation can be established by determining the re-
spondents’ assessment of the importance of each tion, as an important motivation for their visits is
to experience the country’s unique culture, history,feature. The formula for assessing satisfaction in
this manner is [(Perception-Expectations)*Impor- and customs. While some studies have found ex-
periencing Ma¯ori culture to be a significant andtance] (Latu & Everett, 2000). The EPI methodol-
ogy can be used as a comprehensive, flexible, and satisfying element of Chinese visitors’ experience
of New Zealand (Ryan & Mo, 2001), in assessingeconomic way to provide data suitable for man-
agement decisions (Espiner, Higham, & Corbett, the attractiveness of various destination attributes
of New Zealand to residents of three cities in2006).
A number of studies globally have explored the China, Moshin (2008) found no activity associated
with Ma¯ori culture appearing in the top 10 list ofmotivations and expectations of travelers from
mainland China. What is known is that, as yet, attributes. This finding, however, may relate as
much to a lack of knowledge about the activitiesChinese are relatively inexperienced travelers,
who tend to prefer to travel on package tours as lack of interest.
Studies that examine the activities of Chineserather than as independent travelers, and for whom
value in their travel experience is very important. visitors in New Zealand are generally difficult to
compare because of the differing ways in whichThis value is sometimes determined on the basis
of the number of destinations or sites that can be the activity categories are framed. Chan (2009) re-
ports that the main activities undertaken are sight-experienced on one trip, which means overall,
Chinese visitors do not spend long in each destina- seeing, shopping, visiting historic sites, attending
a Ma¯ori cultural performance, and visiting a bo-tion (Becken, 2003; Chan, 2009; Cone, 2005;
Guo, Kim, & Timothy, 2007; Ministry of Tour- tanical garden. By comparison, Ministry of Tour-
ism data suggest the top activities are walking andism, 2009). The preference for package tours also
reflects the Chinese market’s concern for safety trekking, visiting volcanic/geothermal attractions,
lookouts, viewing platforms, cultural attractions,(Kim et al., 2005; Weiler & Yu, 2006).
In terms of the travel experiences they seek, the and other land-based sightseeing (Ministry of
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Tourism, 2009). Ryan and Mo (2001) report that, both Australia and New Zealand on a single trip
is declining but still represents 77% of all visitorsduring their time in New Zealand, Chinese tourists
place a great deal of importance on sightseeing (Ministry of Tourism, 2010). The lack of satisfac-
tion experienced by this market may also reflect aand experiencing new places. They derive satisfac-
tion from sightseeing in nature-based settings (vis- failure in the industry to understand Chinese visi-
tors’ needs fully.iting national parks and viewing gardens and
farms), cities, and on boat cruises, and enjoy expe- One of the difficulties in most research on Chi-
nese tourists’ motivations and activities in Newriencing Ma¯ori culture (Ryan & Mo, 2001). Gen-
erally Chinese visitors to New Zealand are more Zealand is a presumption that there is a relatively
clear separation between what might be calledinterested in a passive enjoyment of New Zea-
land’s natural scenery: that is, by sightseeing “natural” and “cultural” activities. For example, a
number of studies report an interest by Chineserather than be being actively involved, although
younger visitors are more interested in active ex- tourists in the “good natural environment” (Chan,
2009) or the fact that New Zealand is “clean,periences (Ryan & Mo, 2001).
Chinese tourists tend to leave New Zealand green, fresh, peaceful” (Zhao, 2006). However,
this may reveal a lack of understanding of Chinesewith lower satisfaction than do visitors from other
markets, have the lowest satisfaction ratings for culture and philosophy in which such a separation
between culture and nature is not straightforward.food, beverage, and accommodation, and have sig-
nificantly lower satisfaction ratings than the “all The definition of a cultural experience for Chinese
tourists is not an experience removed from nature,markets” average for activities undertaken in New
Zealand (Ministry of Tourism, 2010). A similar because to them, cultural experiences can be found
everywhere, including in wildlife and landscapes.finding is reported of Chinese tourists in Australia
(Pan & Laws, 2001; Weiler & Yu, 2006). These Little tourism literature to date has explored the
cultural reasons behind Chinese tourists’ expecta-lower levels of satisfaction have been blamed
partly on a tendency in the past for Chinese tour tions and travel decisions, although there are some
interesting exceptions to this (Arlt, 2006; F. M. S.operators to cut costs on food, accommodation,
and activities on tours in Australasia, or to priori- Li, 2005, 2008; Mok & DeFranco, 1999).
The importance of culture to Chinese touriststize shopping in order to obtain kickbacks (Tour-
ism New Zealand, 2005, 2010; Weiler & Yu, might be explained by their more than 5,000 years
of history, which has created abundant cultural re-2006). Globally, Chinese travelers tend to be in-
fluenced by good quality service and tourism facil- sources for China. However, the close relationship
between man and nature comes also from the keyities, with accommodation, food, and beverage
quality and service frequently mentioned as very principles of Confucianism and Taoist philosophy,
described by F. M. S. Li (2005) as “Chinese com-important (Kim et al., 2005; X. Li et al., 2011;
Weiler & Yu, 2006). The length of most Chinese mon knowledge.” One of these central principles
is the concept of harmony. A basic Confucian as-holidaymakers’ trips to New Zealand, for whom
the average length of stay was just 5.1 days in sumption is that humans exist in relation to other
people, and in relation to nature (Mok & De-2008 (Ministry of Tourism, 2009), also means, for
many Chinese visitors, much of their experience Franco, 1999). In human relationships, this leads
to a prioritizing of respect for authority, face,of New Zealand is spent traveling between desti-
nations, or having to visit attractions in a rushed group orientation, and interdependence. In relation
to nature, human beings are regarded as part ofand superficial way, which may reduce satisfac-
tion with the experience (Chen, 2002; Rowan, nature, and a harmonious relationship between na-
ture and humans is central to Chinese culture (F.2005; see also Weiler & Yu, 2006). There is also
some evidence to suggest that Chinese visitors in- M. S. Li, 2005). The guiding belief is that “nature
without man and man without nature are incom-terpret their New Zealand itinerary as an expen-
sive “add-on” to a trip to Australia, which may plete” (F. M. S. Li, 2008, p. 499). This might also
be expressed as “because nature is imperfect, hu-negatively affect satisfaction levels (Cone, 2005).
The proportion of Chinese visitors traveling to mans need to improve on it with buildings and
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other constructions in order to create harmony.” visitors may become aware of them through pro-
motional literature, place names, or through inter-This means that the Western conception of “wil-
derness,” as unmodified and untouched nature, is pretation that relates local stories, myths, and his-
tory. Increasingly, tourism operators are adding aforeign to the Chinese mindset, and the concept
has rather negative connotations. In other words, cultural aspect to interpretation of the natural envi-
ronment, and Wilson et al. (2006) report that manyto be meaningful to the Chinese, “the physical
landscape must be permeated with human cultural tourists feel that incorporating historical stories
into their New Zealand experience offers a “richerand historic heritage” (F. M. S. Li, 2008, p. 501).
There must be evidence of a harmonious relation- dimension to the experience” (p. 65). The issue at
the forefront of the present research is thereforeship between man and nature: it must be a “cul-
ture-scape” (F. M. S. Li, 2008, p. 494). whether Chinese tourist experiences of New
Zealand currently satisfy their tendency to desireConfucius taught that human beings should
learn from nature, with people of different charac- a cultural framing of nature.
ters gaining different knowledge and experience
from nature around them (Arlt, 2006). Similarly, Methodology
Taoism suggests that man should follow nature,
This research project relied on a self-completedintegrate with nature, and search for aesthetic val-
survey, conducted with Chinese visitors to Queens-ues from nature (Arlt, 2006), so the attractiveness
town, a popular tourist destination in the South Is-of nature is evaluated by its connection with leg-
land of New Zealand. Queenstown was chosen asend, stories, poems, history, or famous people, and
the location for data collection due to its impor-not just its natural beauty. For example, F. M. S.
tance on the itineraries of Chinese visitors to NewLi (2008) reports that many Chinese know the
Zealand and the fact that it is usually the penulti-names of about 100 pine trees, which have been
mate destination for Chinese visitors, and there-made famous through many poems—these are im-
fore a good place for them to reflect on their tripportant tourist attractions, but Chinese visitors
to New Zealand. Respondents were selected byvisit these trees for their cultural value, and not
means of convenience sampling in three areas oftheir botanical significance. She reports also that
Queenstown: outside the reception of the Skylinemany of the most famous “natural” tourist sites in
Function Centre, in the Queenstown Mall, and inChina are renowned not for their scenic attractions
the cruise harbor. These three places were chosenbut for their comprehensive links to China’s cul-
for their popularity with tourists and because theytural heroes: poets, historical leaders, and so on.
were all places where tourists might be waiting (toShe argues that without this cultural validation,
take a cruise, or the Skyline gondola) and there-many of these sites would not have been devel-
fore had free time (Queenstown Mall). The re-oped as tourist destinations. In other words, these
searcher stationed herself in these locations anddifferences based on common Chinese knowledge
approached people of apparent Asian descent, ask-result in a distinctive “Chinese tourist gaze” on
ing each potential respondent an initial question tonature (F. M. S. Li, 2008).
determine whether they were international touristsClearly, in a New Zealand context, a cultural
from mainland China and within the target agetourism experience does not exclude the natural
range. Once eligibility was established, the re-environment or vice versa. In fact, a cultural expe-
searcher and research project were introduced andrience can add value to the experience of the coun-
participation in the research project sought. Wheretry and landscape, and interpretation of New
willingness was confirmed, the respondent wasZealand’s natural heritage from a Ma¯ori perspec-
given a copy of the questionnaire to complete. Thetive is recognized as offering a unique point of
next respondent was approached once the ques-difference for New Zealand tourism operators
tionnaire had been accepted by the previous partic-(Colmar Brunton, 2003; McIntosh, 2004; Molloy,
ipant.1993; Wilson et al., 2006). As Carr (2006) states,
All data collection took place over a week inthe “intangible aspects of culturally significant
landscape features are often elusive” (p. 83), but November 2009 during daylight hours. Data were
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collected from 181 respondents over 18 years of somewhat overrepresented in the sample. The age
age who identified themselves as international group most underrepresented was the middle aged
tourists. Over the sampling period, 272 interna- (40–59 years).
tional tourists were asked to take part in the re- The gender split of the sample was relatively
search, resulting in a response rate of 66.5%. even (males 48.1 %; females 51.9%), indicating a
The survey contained three sections and 19 slight overrepresentation of females, who consti-
close-ended questions. Section one focused on tuted 45% of all Chinese visitors in 2008 (Ministry
general information related to respondents’ travel of Tourism, 2009).
to New Zealand. Section two was more specific In terms of length of stay, respondents’ visits
about the Chinese tourists’ perspective of their ex- to New Zealand in this study were much longer
periences in New Zealand. Section three collected than the national average. While 79% of all Chi-
respondent profile information, including age and nese visitors to New Zealand stay 1 week or less,
gender. The questionnaire was designed in English just over a quarter of this sample (28.2%) were in
and translated into Chinese (Mandarin). The trans- the country for 1–7 days, with the largest propor-
lation was verified by a second Chinese/English tion of the sample (37%) staying between 1 and 2
speaker and pretested with a small number of Chi-
weeks, and a further 19% staying between 2 and
nese students before implementation in the field. 3 weeks. Of the 16.1% of respondents staying forThe questionnaire took approximately 5 minutes
more than 4 weeks, five respondents (2.8%) werefor each visitor to complete. Data were entered
staying for almost a full year. Excluding these fiveinto an Excel spreadsheet before being transferred
respondents, the average length of stay for theto SPSS 17 for analysis.
sample was 13.3 days.
Respondents to this survey were mostly experi-Findings
enced travelers; a third of the sample (33.1%) had
Profile of the Sample and Visit Characteristics visited New Zealand before, compared with only
16% of all Chinese visitors to New Zealand (Min-An analysis of age distribution of the sample
istry of Tourism, 2009).revealed that respondents were considerably
Table 1 describes the profile of travel parties ofyounger than the national average for Chinese vis-
the Chinese tourists interviewed in the survey.itors as reported in Ministry of Tourism (2009)
Half of the respondents (53.6%) were travelingdata (Fig. 1), particularly among the youngest age
with family members or their spouse, and most ofgroup, 19–29 years (35.9%); it should be noted
the remainder were traveling with friends (42.0%).that the national data for this age group excludes
19 year olds. Those aged 60–69 years were also A very small proportion of respondents were ei-
Figure 1. Age of survey respondents compared to Chinese visitors to New Zealand (Ministry
of Tourism, 2009).
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Table 1 some of New Zealand’s most iconic attractions,
Travel Party but it seems they may not have been aware of the
national park status of the location. For example,Freq. (%)
while 40.9% of the Chinese tourists stated they
Traveling alone 5 2.8 had visited Fiordland National Park (location of
Traveling with family/spouse 97 53.6 Milford Sound, which over half of the respondentsTraveling with friends 76 42.0
said they had visited), less than 1% mentioned thatTraveling with business associates 3 1.7
Total 181 100.0 they had visited Westland National Park (location
of the Franz Josef and Fox Glaciers).
In terms of activities engaged in during their
visit, over 80% of respondents stated that they hadther traveling alone (2.8%) or with business asso-
ciates (1.7%). viewed natural landscapes, shopped, visited a mu-
seum, taken a scenic boat cruise, and learnedMore than half of the sample reported that they
were traveling independently (55.6%) rather than about Ma¯ori culture (Table 3). Learning the stories
behind nature was an activity reported by just overas part of an organized group (44.4%). The pro-
portion of respondents traveling independently is half of all respondents (54.1%), while nature-
based adventure activities, such as hiking, moun-much higher than among this market as a whole,
where approximately 71% of the total market is tain biking, horse trekking, and bungee jumping,
generally ranked much lower.traveling in an organized group (Ministry of Tour-
ism, 2009).
Some interesting differences are apparent when Motivations, Expectations, and Satisfaction
the sociodemographic characteristics of respon- In order to understand the destination attributesdents traveling independently (FIT) are compared
that motivated them to visit, respondents were pre-
with those respondents traveling in an organized
sented with a list of features of potential relevancegroup. While 86.3% of those on an organized tour
to New Zealand as a tourist destination and asked
were visiting New Zealand for 2 weeks or less,
to rank how important each one was in their deci-
only half of those respondents traveling indepen-
sion to travel to New Zealand. A scale was useddently were in the country for 14 days or less, with
21% staying for 4 weeks or more. Similarly, there
were marked differences in the age distribution of Table 2
those on organized tours versus independent trav- Destinations Visited in New Zealand
elers, with those on organized tours generally be-
Freq. %ing the older visitors. Three quarters (76.9%) of
those under 30 years of age were traveling inde- Queenstown 181 100.0
Christchurch 173 95.6pendently. The age groups most likely to be travel-
Auckland 160 88.4ing on organized tours were aged 40–49 years
Rotorua 109 60.2(65.8%) and 60–69 years (63.6%). Franz Josef or Fox Glacier 92 50.8
Milford Sound 91 50.3Respondents were presented with a list of 32
Lake Tekapo 77 42.5destinations and asked which of the places they
Fiordland National Park 74 40.9had visited on their trip to New Zealand, with a Dunedin 63 34.8
Hanmer Springs 63 34.8visit defined as a stay in the place for an hour or
Mt Cook 62 34.3more. The top 20 responses are listed in Table 2.
Wellington 57 31.5Given the location of the survey in Queenstown, Kaikoura 55 30.4
Akaroa 50 27.6it is not surprising that most of the top 10 destina-
Lake Wanaka 46 25.4tions are in the South Island, the exceptions being
Lake Taupo 33 18.2Auckland and Rotorua. It is interesting to note that Waikato 25 13.8
Greymouth 12 6.6of the destinations listed, 13 out the 14 lowest
Arthurs Pass National Park 6 3.3ranked destinations were national parks. Chinese
Hawkes Bay 6 3.3
tourists did visit national parks when they visited
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Table 3 Respondents were asked what they expected to
Activities Engaged in While in New Zealand experience during their time in New Zealand, and
to rank a number of potential experiences on aFreq. %
scale where 1 was “strongly disagree” and 7 was
Viewing natural landscapes 178 98.3
“strongly agree.” Expectation generally relates to
Shopping 171 94.5 previous knowledge or marketing and promotionVisiting museum 161 89.0
Scenic boat cruise 156 86.2 of a place, although expectations can change based
Learning about Ma¯ori culture 150 82.9 on actual travel experiences. For this reason, re-Learning stories behind nature 98 54.1
spondents were asked about the importance of cer-Visiting historical sites 91 50.3
White water rafting 67 37.0 tain aspects of this trip to them, reflecting actual
Traditional Ma¯ori feast 67 37.0
experience, rather than prior expectation, and thenViewing dolphins or whales 62 34.3
asked to rate these on a scale on which 1 was “notHiking 33 18.2
Horse trekking 30 16.6 important at all” and 7 was “very important.” Re-
Bungee jumping 23 12.7
spondents were also asked how satisfied they hadMountain biking 18 9.9
Learning facts about native plants and birds 16 8.8 been with these same aspects of their experience,
on a scale where 1 was “very dissatisfied” and 7
was “very satisfied.” These results are presented
in Table 4.on which 1 was “not important at all” and 7 was
“Viewing New Zealand’s nature” was clearly
“very important” (see Fig. 2). The two most im-
the most expected aspect of their trip to Newportant reasons for Chinese traveling to New
Zealand, recording the highest importance and sat-Zealand were “natural scenery” (6.52) and “New
isfaction levels. Interestingly, “learning the storiesZealand’s clean and green image” (6.44); these re-
behind New Zealand’s landscape” was the secondsponses were clearly more popular than any other
highest expectation, and became more importantreasons. The “stories behind nature” (4.99), “wild-
during their trip, although satisfaction with this as-life” (4.69), and “Ma¯ori culture” were the only
pect of their experience was particularly low; theother responses to have a mean of over 4 (neutral),
only satisfaction level rating lower was “learningwith adventure sport (2.62) and Chinese heritage
about the history and stories of New Zealand wild-(2.6) being the lowest rated reasons for traveling
to New Zealand. life.” By comparison, the lowest expectations of
Figure 2. Reasons for visiting New Zealand.
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Table 4
Comparison Between Expectation, Importance, and Satisfaction With Activities
Expectation Importance Satisfaction Gap Score
Mean Mean Mean [(S − E)*I]
Learn about New Zealand Ma¯ori history and culture 3.23 4.42 5.13 +8.40
Experience New Zealand Ma¯ori cultural practices 3.10 4.33 5.02 +8.31
View wildlife in its natural habitat 4.10 4.89 4.87 +3.77
Viewing New Zealand’s nature 6.57 6.67 6.56 −0.07
Learn about history and stories of New Zealand wildlife 4.28 5.01 4.50 +1.10
Learn stories behind New Zealand’s landscape 5.20 5.96 4.81 −2.32
Learn about New Zealand European history and culture 3.48 3.82 5.17 +6.46
Experience New Zealand European cultural practices 3.49 3.83 5.18 +6.47
respondents’ trips to New Zealand related to Chinese traveling to New Zealand are the destina-
Ma¯ori culture—“learning about New Zealand tion’s natural scenery and clean, green image
Ma¯ori history and culture” (mean 3.23) and “expe- (Chan, 2009; Cone, 2005; Ryan & Mo, 2001).
riencing New Zealand Ma¯ori cultural practices” This reflects the motivations of most of the coun-
(mean 3.10) were somewhat unexpected features try’s international visitors, 90% of whom chose
of their trips, but grew in importance during the New Zealand as a holiday destination due the nat-
trip, and scored relatively high satisfaction ratings. ural landscape and scenery (Colmar Brunton, 2003).
Gap analysis is a tool that can help compare tour- In terms of their New Zealand experience, it
ism products in terms of actual and potential perfor- seems that, generally, these particular Chinese vis-
mance. It is used in this study to analyze the gap itors were very satisfied with their experience of
between the expectation and importance of eight at- the natural scenery, and viewing natural land-
tributes and respondents’ perceptions of the perfor- scapes constituted an important element of their
mance of each. This analysis reveals that the two experiences; virtually all respondents stated that
measures of Ma¯ori culture had the most positive gap they had viewed natural landscapes during their
score, followed by the two measures of learning trip, and 86% reported that they had taken a scenic
about and experiencing New Zealand European his- boat trip. Given their desire to view natural sce-
tory and culture. The only gap score that was clearly nery, it is interesting to note that the top four desti-
negative, suggesting expectations had not been met, nations visited were urban centers and, apart from
related to the highly important attribute “learning visits to New Zealand’s iconic sites such as Aor-
stories behind New Zealand’s landscape.” aki/Mt Cook and Milford Sound, there was little
The difference between expectation, impor- visitation to national parks around the country.
tance, and satisfaction is revealed graphically in New Zealand’s culture and history was not re-
Figure 3, where 1 on each measure is the most ported as an important reason for visiting the
negative response, and 7 is the most positive re- country among this sample, in contrast to previous
sponse. This figure reveals high expectation and studies (Cone, 2005; Ryan & Mo, 2001). “Ma¯ori
even higher importance ratings, but much more culture” ranked higher than “European culture” as
moderate responses on satisfaction. By compari- a reason for visiting, but was still relatively unim-
son, on the attributes “learn about Ma¯ori history portant, and neither type of cultural experience
and culture” (Fig. 4) and “experience New was an expected outcome for these tourists. Hav-
Zealand Ma¯ori cultural practices” (Fig. 5) expecta- ing said this, it is clear that, during their trip to
tions were generally low, while importance was New Zealand, experiencing and learning about
moderate and satisfaction high. both Ma¯ori and European culture grew in impor-
tance, with a museum visit and learning aboutDiscussion Ma¯ori culture being experienced by over 80% of
respondents. Furthermore, satisfaction levels withFindings of this research support those of previ-
ous studies suggesting that the main reasons for cultural experiences were higher than for all other
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Figure 3. Learning stories behind New Zealand’s landscapes.
Figure 4. Learning about Ma¯ori history and culture.
Figure 5. Experiencing New Zealand Ma¯ori cultural practices.
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experiences apart from viewing natural scenery. edged by New Zealand’s Department of Conserva-
This reflects the fact that satisfaction can be based tion (DOC). In the past, DOC, as the formal stew-
on positive yet unexpected outcomes, as much as ard of more than 30% of New Zealand’s terrestrial
on expectations alone (Bowen & Clarke, 2002). area, and responsible for the management and ad-
These findings suggest that these Chinese tourists ministration of most natural attractions (including
may have had little knowledge about the culture New Zealand’s 14 national parks), has favored
of New Zealand before visiting, a finding reported natural heritage interpretation emphasizing geo-
elsewhere (Mohsin, 2008). Given their obvious logical and ecological processes (Molloy, 1993).
satisfaction with this aspect of their visit, more Without a more obvious cultural dimension, such
publicity and promotion of the history and culture emphases may not be attractive to, or relevant for,
of New Zealand, both European and Ma¯ori, by the Chinese tourist gaze. Active engagement with
Tourism New Zealand and tour operators seems the “culture-scape” of these natural resource areas
warranted. through interpretation, and more publicity about
One aspect that has not been studied in relation the nature–culture interaction, may add greater ap-
to Chinese tourists’ experience of New Zealand in peal for this market. While nature and natural ar-
the past is the degree to which New Zealand’s nat- eas remain strong attractions for visitors, there is
ural landscapes are connected to the culture of the growing recognition of the need to diversify New
place, and in particular the stories, histories, Zealand’s tourism product beyond the “clean
myths, and legends. As already stated, an impor- green” image to further realize the potential of cul-
tant element of common Chinese knowledge is the tural tourism.
connection between nature and culture in Chinese The New Zealand Tourism Strategy 2015 high-
philosophy, and the sense that landscape without lights scope for growth of Ma¯ori tourism opportu-
culture is incomplete (F. M. S. Li, 2008). While nities, asserting that “Ma¯ori culture provides a
the Chinese visitors in this study expressed high distinctive element” which, combined with our
levels of satisfaction with their experiences of
natural attractions, “gives New Zealand its unique
viewing natural scenery, and appeared satisfied position as a tourist destination” (Ministry of
with their experiences of New Zealand European Tourism, 2007, p. 20; also see McIntosh, 2004).
and Ma¯ori culture, the tourist product Chinese A secondary motivator for 40% of international
tourists are offered may lack a connection between
visitors to New Zealand is the desire to experiencethe “nature” they are experiencing and the “cul-
the culture and history of the country, with muchture” they expect. This is evident in respondents’
of this interest focused on Ma¯ori cultural products
evaluations, revealing generally low levels of sat- (AC Neilson, 2002, cited in Wilson et al., 2006,isfaction for “learning the stories behind New
p. 8). Findings in this study suggest that more ef-Zealand’s landscape”—ranked by respondents as
forts to connect New Zealand’s culture and his-the third highest reason for choosing New Zealand
tory—both Ma¯ori and Pakeha—to the naturalas a tourist destination and second highest for ex-
landscape could strengthen the experiences of Chi-pectation of what they would experience during
nese visitors to the country. This could take thetheir trip. Only about half of the respondents
form of telling more stories about the human his-(54.1%) reported that they were able to learn “the
tory of connection to the natural settings as wellstories behind New Zealand’s landscape,” and this
as embedding more of the Ma¯ori myths and leg-experience scored one of the lowest levels of satis-
ends in cultural visits, to provide a “richer dimen-faction—the only category rating lower was
sion to the experience” of landscape (Wilson et“learning stories about wildlife.” This apparent defi-
al., 2006, p. 65). Stakeholders in New Zealand’sciency in clearly imparting the “stories behind na-
tourism industry may wish to identify appropriateture” (landscape and wildlife) appears to offer an
ways to engage meaningfully with Chinese visi-important opportunity for the New Zealand tour-
tors in order to maximize the benefits associatedism industry.
with an emergent tourist segment with consider-The opportunity to provide deeper connections
between nature and culture must also be acknowl- able growth potential.
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Colmar Brunton. (2003). Demand for cultural tourism. Fi-Conclusion
nal research report prepared for TNZ, Wellington, New
Zealand.This research is based on a sample of Chinese
Cone, M. (2005). The market for Chinese external tourism:tourists in Queenstown, which is likely to differ in
The case for New Zealand. Prepared for NZTE. Asiaa number of ways from the wider Chinese visitor Institute Research Series No. 3. University of Otago,
market in New Zealand. In summary, the sample Dunedin, New Zealand.
reported here is made up of respondents who are Coventry, N. (2008, 28 Nov). Tips on maturing China mar-
ket, which now wants different options . . . Inside Tour-younger, more likely to be traveling indepen-
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tions and experiences of all Chinese visitors to ingford, UK: CABI.
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of social impact monitoring and its application to con-with Chinese visitors might also provide a more
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